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Customer Analytics Executive Briefing:

Keeping your loyal customers satisfied
and your satisfied customers loyal

County Hall Marriott
19t September 2013

© 2013 IBM Corporation
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What brings you here today?

* Changing Customer demands? Eighty percent of CEOs believe

. they deliver a superior
= Networking? customer experience, but only
8% of their customers agree

= Multi-channel \ on-line demands?

» Costs to acquire new customers?

* Understanding Big Data?
In the UK we spend £2k

= Customers churning too quickly? pei:'pﬁrs?/? otZ/ine —/qu
ignest in the wori

* Average revenue per customer too low or falling?

Today’s customers want to be

10% of retail is og-li_ne treated as individuals. They
today — it will be 25% in the expect personalised products
next 10 years and services that meet their

unique needs.

© 2013 IBM Corporation
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Reaching Customers in the right way...
at the Time to Most Influence Purchasing

Most influential touch points by stage of consumer decision journey,
for competitors and new customers, % of effectiveness

Store/agent/dealer interactions

Word-of-mouth

Consumer-driven marketing _| Online research
Office and/or print reviews

Past experience

Traditional advertising
Direct marketing

. . Sponsorship
Company-driven marketing — | store product experience
Salesperson contact

Initial Active Closure
consideration evaluation
set

© 2013 IBM Corporation
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An Overwhelming Amount of Data to Process

High-value, dynamic

Social Media - source of competitive differentiation Open-Ended
(Metworks) |- " e s Survers
Interaction data Attitudinal data
- E-Mail / chat transcripts - Opinions
- Call center notes - Preferences
- Web Click-streams - Needs & Desires

- In person dialogues 0 de [e
P g %6 g QQ

Descriptive data cz@f()m e\.\]\0 Behavioral data

- Attributes - Orders
- Characteristics - Transactions
- Self-declared info - Payment history
-(Geo)demographics - Usage history _
CRM ' Operational
K Systems ........................................... x\ Systems
“Traditional”

© 2013 IBM Corporation
IBM confidential
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Agenda

09:00

09:15

10:00

10:15

11:00

11:45

12:00

Welcome
Robert Douglas, Business Unit Executive - IBM Business Analytics

Business Analytics & the Rise of the Digital CMO
(or why I am hanging up my tap shoes & investing in analytics instead)
Caroline Taylor, European VP of Marketing & Communication — IBM Software Group

Break & Networking

The Changing Face of Data in Trader Media Group
Richard Walker, Market Intelligence Director — Trader Media Group

IBM Presentation — Social Media Analytics
Graham Martin, Specialist IT Consultant — IBM Business Analytics

Wrap up & Close
Robert Douglas, Business Unit Executive — IBM Business Analytics

Lunch

© 2013 IBM Corporation
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Caroline Taylor
European VP of Marketing & Communications — IBM Software Group

19 September 2013

Business Analytics & the Rise of the Digital CMO
(or why I'm hanging up my tap shoes and investing in
analytics instead)

1 _I“'

“u
n

© 2013 IBM Corporation



» How life is becoming

of global
consumers

want to use their mobile
device to complete
retail transactions

of Africa’s GDP

is expected to be
handled through mobile
money transfers by 2015

1 out of every 7
minutes spent online
is on Facebook

670/0 D

18% ’

1:7 4

» How leaders are using technology to

2

of CEOs °
0/ are prioritizing investments
0 in customer insights

of CMOs °

plan to increase the use of

82 %

.. 40%

it 80w

& 1/3

of people
socialize more

online than they do
face-to-face

of new apps
will be distributed or
deployed via the cloud

of consumer
data

will be stored and
accessed in the
cloud by 2016

7 4 of CIOs |
O/p oy mebile solutions are

increasing competitiveness




- Mozilla Firefox: IBM Edition

fjen GB/slamtracker fslamtrader. himl?ts = 137244047 1957 &ref =www.wimbledon.com/en_GB/scoresfindex. himl&syn =none&matchid = 13168proma =mip

SLAMTRACKER

SMARTER ANALYTICS BY === =

SERVE SPEED: 107 WPH

i< AMURRAY 21
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CHALLENGES |:| |:| DJ
POSITIVE SEMTIMENT POSITIVE SENTIMENT
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ROBREDO'S KEYS MURRAY'S KEYS TO @ @ @
TO THE MATCH THE MATCH } - } . } -
BETWEEH 4 &9 15T SERVES RETURN POINTS
Robredo's Keys to the match Murray's Keys to the match
1. Win more than 56% of 4 to 9 shot ralies. 1. Win more than 52% of 4 to 9 shot rallies.
2. Win more than 70% of pointz on first serve. 2, Win more than 75% of points on first serve.
3. Win more than 6% of first 2erve pointz with an ace. 3. Win more than 35% of first 2erve return points.
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Gentlemen’s final by the numbers

Andy Murray defeated Novak Djokovic 6-4, 7-5, 6-4.

Murray

:
:

Unforced Errors
Winners
1st serves in play

-]

- 0060600600

£y 1st serve points won
2nd serve points won

break points converted

(Y-}

) returns back in play
aces

double faults

YN
T

- 00006006000
- 000060606000 ¢

.|| 1"?' .l T'}il

Last game-14 points-4m

Djokovic

=
=
o

=
=
oo

—
(v]

=r
—

- 00060600000 ¢

:

Unforced Errors
Winners

1st serves in play

1st serve points won
2nd serve points won
break points converted

returns back in play
aces

double faults

0060600000
- 00600006000

= 00600006000

—=af
——

, .rr .I{ '. ! ' | ‘ il '."
Ikl J

atch points - 3 break points.

|i " m I
!

-

Murray led 40-0, had 3 match points - Djokovic saved all 3 and then

had 3 break points before

Murray got his final match point.

- 0060600606000




Marketers have always
been responsible
for knowing the

customer

Understanding each
customer
as an individual

Marketers have always
been responsible
for defining what to
market,
and how to market it

Creating a system of
engagement that
maximizes value creation
at every touch

Marketers have always
protected
the brand promise

Designing your culture
and brand so they are
authentically one

© 2013 IBM Corporation
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Thank you
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Changlng Face of Data
& Bl in TMG

Richard Walker

19t September 2013



What We Will Cover

*Timeline for TMG — Explain changing data landscape
*How we used to operate

*‘How we transitioned — Stage 1

*‘How we transitioned — Stage 2

*What we have achieved so far

*Future opportunities

‘Summary



Timeline to today —Publishing to Digital

TMG Timeline Data
1977 Launch Thames Valley Trader *  Print Run / Copy Sales
1988 Re Brand Auto Trader *  Surveys Traditional
By 1995 13 Regional Editions . NRS / TGl I\/Iagazine
1995 Launched Topmarques.co.uk *  Page Impressions / Hits
1996 Launched autotrader.co.uk . Page Impressions / Hits
By 1999 5 National Magazines * By 1999 5 National Magazines

2006 Purchased 2" Byte

2009 Launched Auto Trader iPhone Ap * Dealer / Manufacturer Website / response

2009 Purchased Autotrade-mail " New Device Advert|§|ng response
* Trade to Trade auction data
2010 Launched Razsor

* Dealer Website performance Digital
2010 Auto Trader Mobile * New platform response / audience Data
2011 Ipad Ap launched * New platform response / audience
2012 Android Ap * New platform response / audience

2012 Purchased Deltapoint * New platform response / audience

2013 Windows Ap
2013 Closure of Publishing Divisions

130 million rows a day, mobile grown data by c40%
15



The Way We Operated

IT & Product Manage
Development Plans

Trade Product

Consumer
Product

Content / UX /
Web Analytics

Marketing Manage

Comms Plans RIS ———

Go To Market

Strategy

16



How Did We Transition — 5 Steps in 2 Stages

Stage 1

Step 1. Define
Business Goals.

Step 2. Capture

Questions that Need
Answering

Understand Current
Position

* ldentify most critical needs of your *  Who are my customers?
business. * Are there differentiated customer
*  Acquire new customers? segments and what motivates them?
. Retain high-value customers? o

Why are some customers leaving and why

. Increase Share of Wallet .
are some staying?

* Assess the procedures, policies, and
technologies you have in place for
capturing, analysing, and acting on

*  What makes them satisfied and loyal?
*  Are there product/service enhancements

customer information across your needed?

company. * What is the value of my customers today,
*  What gaps in data and what is the going forward/projected
. What gaps in skills value?

" Whatgapsin process *  Who are my most profitable/least

profitable customers?

17



Changes As a Result of Stage 1 — Data Warehouse

How Did We Get The Right Data Available?

Data Warehouse

Data Warehouse

* 4 Tech “interested in Data” *
* IT were programme owners

* Budget satin IT within main budget *
* Dbase maintenance *

* SupporttoIT
* Limited Business Use

| | .

* Low investment
* Low tech
* Wrong data

Business owns programme
from definition to consumption
Budget linked to strategic goals
Remained in IT

* Facilitate
* Maintain
* Manage

* Now 1team
Programme Delivery Manager
ETL Developers
Cognos Report writers

.

Integral to Business success



Changes As a Result of Stage 1 — Process Management

How Did We Unlock Access To The Data?

Cross E
rade .
Functional : Product Consumer Marketing

*t * * 3

Analysts are point of contact for
(z. (1. business and capture requirements
C (' working with DW Developers

e Seee as
|||l|||||||| 5 /’"T
Product @ / ee-e-4 |2 Layer of self serve

&

Technology Cognos SPSS
Reports, Cubes Predictive Analytics

Data Warehouse Aim for single repository

Source Data Source Data — load
19




Changes As a Result of Stage 1 — Skills / People

How Did We Unlock Value In The Data?

Team Skills

Tools

Support

Technical Developer /
Mathematics degree

BlGiata
daaSCENTIT “peditve

DataScien
“* Analytics  INGIG:

||]UIEHIDA[TE‘:'|;EIB|IUIISE

5.

MI — Business / Marketing Excel Data Warehouse
Graduates -8 Access Cognos reports
Hitbox
Excel Data Warehouse
Minitab Cognos reports
SPSS Cubes
Omniture Query Studio
MI=5 SPSS
Digital Analytics =6
Data Scientists ?? ?7? ?7?

20



How Did We Transition — 5 Steps in 2 Stages

Step 3. Predict

Do small scale POC
Tackle a single issue

Do it with cross functional
team

Have clear required
outcome

Measure impact

Stage 2

Step 4. Act

* Work with business unit to
change approach through
POC

* Experiment on model
findings — test and evolve

* Feed back findings from
teams & customers into
model

Step 5. Expand

It is evolutionary change,
cultural as much as
anything.

Look to involve more
business functions

It can quickly deliver
significant, even game-
changing business
improvements:

Be careful not to run before
you can walk

Refine how you measure
progress

21



What Have We Achieved So Far With SPSS — POC Challenge

Business
Challenge

Action Taken

Strengths / Benefits

Weakness / Issue

Impact of SPSS

POC -
Customer
Retention

Value
Leakage

Growing
Product
Penetration

3 weeks build of Excel
model to predict churn,
- Achieved 72%
accuracy.

Review how discounts
given to save business

Upsell Analysis added
to summary of
customer performance

-Proved to the business
customers could be saved
before cancelling
-Conversations with
customers were positive &
focussed

-Right value offered
depending on customer
profile

-Consistency across team
-Knew who to say no to

-Ensures right conversation
is had with customer
-Highest value opportunity
-Better targeting /
forecasting

-Reduces churn risk

-Value based packaging &
pricing

-Time consuming to
run

-Not scalable
-Broke easily
-learning loop very
difficult to manage

-Culturally
challenging for team
-Change commission
& target approach

Change to sales
approach
Commission target
evaluation

-2 day build

-90% accuracy
-Runs automatically
-Operationally
scalable

-22% decline in
cancellations

Stopped giving value
away

Focussed discounts
based on customer
value

Enables effective
targeting

Improves customer
satisfaction
Improves team
morale



Telesales Performance Report — Predictive Model

Predictive modelling to
calculate likelihood of churn

S.mmary of metrics to enable & proactively prevent it from
quik analysis and summary occurring

of how to approach call with
Dealer dealer.
e 22U Key targets i vioritised based

Dealer summary performance:

Metric yiff Status

Weekly value .

S o on what will improve the : -
e . performance Most. CHURN RISK: 84%
— e '

Stock contract F: “ l

Stock contract utilisation 108% 35% JEZ0M A i

el e 415 serasew v DISCOUNT: 20%

% neutrally priced stock a7% C4ATICER =100z v [
N | i
Dealer Portal logins 18 12 41 A L )

Response Tracker logins 1 5 -F3w
Image penetration s0% 50% M w focus 2

Average number of images 7.0 7.0 0 &
Adverts with attention grabbers o NJA iz fDC us 3
Mumber of days with AT iz i OPPORTUNITIES:

Mumber of cancellations rwla

Mumber fo retracted cancellations rwla DppD rtLI nit\f 1
Search Appearances per stock 4,939 2,953 B7a 5 2¢ LG additional Leads: 11.0% uplift
Full page adverts per stock 237 135 BT A
Dealer website clicks per stock 45 a7 B - : < Oppo rtunlty p.
P o o e Predictive modellingto [ . :

. . SRG uplift: 8.0% up®’.
CTR: FRAs to website clicks 2.0% 355 el Slve best offer available

to optimise likelihood of
dealer accepting &

getting best response Product & Value
message



What Have We Achieved So Far With SPSS — Business Driven

Business Challenge Action Taken Strengths / Benefits

What is most efficient way Calculated cost to Serve -enabled us to move customers from field to
to manage customers Linked to key customer behaviour telesales with no revenue risk
around engagement, payment, -reduced contact cycles for those not needing
product take up downgrades.. support

-reallocate resource more effectively

Who are key targets for early adopter analysis. Highly successful launch
latest product launch Profiling of current product mix Revenue early
Behaviour analysis around product Motivated Sales team
usage Learn with those most likely to buy — create
Needs analysis for that product value messages
Very resource heavy in Built all key reports in SPSS using -Moved from segment specific to dealer
creating KPI packs / larger data outputs from DW. specific
reporting Merging with Data not yet in DW -Reduced build time from days to hours

-Easier to add new metrics

-Automates reporting from raw files

- Speed at which we can turn around bespoke
analysis for Dealers/Groups

24



Future Opportunities With SPSS
Opportunity / Benefit- SPSS

Business Challenge

Large Customer want more Bespoke Reporting

Proving the value of products to customers

Most efficient use of Marketing spend —is the targeted
buying working

Reduction of Bad Debt — particularly in recession

- More sophisticated & tailored Reports “bespoke
templates”

- Quick turnaround on large data volume

- Makes data available to insight teams direct

-More accurate forecasts

-Quick and easy (for Maths Grads)

-Links up to the new Data Warehouse software Cognos
10, enabling smooth process of data capture, analysis &
feeding back into Dealer Portal Next Generation to target
dealers with personal messages & Upsell

-Behavioural segmentation can cost up to £70k+ via
marketing agency — they don’t know your business as
well as your analysts will

-Measure impact of your advertising on key business
performance metrics — test and learn

Customer profiling — enables you to manage bad debt risk
differently

- Plan with customers payment schedule based on how
they advertise

Not to mention on site personalisation 25



Summary

* Longest time to change was structure / culture

* When data was available biggest challenge was
managing demand

* Business has to buy into the change & drive it

* Don’t try and wrestle control away from people,
analytics supports all functions and you can control the
output without owning it 100%.

* POC was manageable but relevant

* Benefits have to be clear as there are loads of
“interesting” things that you can do

* Payback will be easy to prove
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IBM Business Analytics

IBM Social Media Analytics:
Create Relationships. Build Advocacy. Improve Loyalty

T R

© 2013 IBM Corporation
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Companies are focusing even more on Customers and Social Channels

IBM C-Suite studies

CEO Focus Over Next 5 Years

CMO 5 Year Focus Toward Digital

Enhance customer loyalty/advocacy

67%

Getting closer to customer 88%
People skills 81%
Insight and intelligence 76%

Design experiences for tablet/ mobile [N 57%

Enterprise model changes [N 57%
Risk management s 55%
Industry model changes (D 54%
Revenue model changes [ 51%

Use social media as a key channel [N 56%
Use integrated software to manage (N 56%
customers

Monitor the brand via social media _ 51%
Measure ROI of digital technologies ([N 47%
Analyse online / offline transactions ([N 45%

Sources: IBM’s 2011 Global CMO Study: From Stretched to Strengthened (2011) & IBM’s 2010 Global CEO Study — Capitalizing on Complexity

29
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Marketing will continue to be the focus but; moving ahead, social

activities will continue to spread across the organisation

Top functions applying social approaches

Marketing 12% N
- -
Public relations 199,
Human resources 29% Percentage

growth from

Sales 30% base

o
T 26%
Customer Service 42% /

(call centre)

Il Today Next two years

Source: Institute for Business Value, Business of Social Business Study, Q1. Which functions within your company are applying social business practices todaé and which are planning

30 to apply them within the next two years? Global (n = 1161)

2013 IBM Corporation
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IBM Social Media Analytics:

Understand sentiment and digital influencers across all aspects of your organisation

Assess Social Media Impact
Segment Social Media Audiences

Identify Relevant Relationships

EVOLIIG TOMCE RELATIVE SENTMENT
L

Discover new ideas...and risks

""IIIII‘
=

31 © 2013 IBM Corporation
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IBM is a leader in Social Media Analytics

Figure 14: 1011 Aggregated Galaxy Scores: Social Analytics & Intelligence

Hypatia’s Galaxy ": 2012 Social Analytics
& Intelligence Vendors

Bl alos = Hygomlas sackonomse of conapomy ssaie fom SEE) gffednge

GALAXY
LEADERS

 Claritics SATELLITE
ol COMPETITORS

Product Range, Industry Reach & Corporate Vision

Maturity, Global Reach & Execution Capabilities

vl Corporation

32
Source: £2012 Hypetia Research Group, LLC, All Rights Reserved
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IBM Social Media Analytics targets a Multitude of Business Issues
driving actions not just listening
Supply Chain
Security
Risk
Marketing Human Resources

Customer Service Procuct Developrnent

33



-
~

[[rn]]
!!:u:
;@.iil
<

SmarterAnalytics

Our Framework is Key to: Product Development, Partnering &
Customer success — Where are you, today?

/ Social Media Impact

ARE WE MAKING THE RIGHT INVESTMENTS IN
IPRODUCTS/SERVICES, MARKETS,CAMPAIGN
EMPLOYEES, PARTNERS?

Social Media Segmentation \

ARE WE REACHING THE INTENDED
AUDIENCES (internal or external) -
AND ARE WE LISTENING?

* Geographics,

. \Skr;?cr: of Demographics
* Reach * Influencers,

Recommenders, Detractors
* Users, Prospective Users /

* Sentiment

Social Media Relationshi&

Relate

/Social Media Discovery \ _
. Discover

WHAT NEW IDEAS CAN WE WHAT IS DRIVING SOCIAL

MEDIA ACTIVITY, BEHAVIOR
? ’
DISCOVER: AND SENTIMENT?

* Topics * Affinity

* Participants * Association

* Sentiment * Cause

- /

34 © 2013 IBM Corporation
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Social Media Analytics a best in breed solution from IBM

IBM Social Media Analytics

*Deployment options: SaaS or On-Premise
*IBM Research assets for demographic,
geographic and behavioral analytics

*Big Data capability built

*SPSS advanced analytics for best in class
sentiment analysis and segmentation

*Six distinct sentiment languages:
English, German, French, Chinese, Spanish &

Dutch
*Influencer analysis
*Prebuilt dashboards that are...
*...User editable and configurable dashboards

35

EVOLING TOPCE N
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IBM Social Media Analytics provides rich information for Actionable
Insights

opics weight aver time

EVOLVING TOPICS TREND Demogra ph ics

Influencer Scoring
_— and Sentiment

IBM Social
Media Analytics

HOTWORD BY GEQGRAPHY a@
Aecaheta pcsaache H

: e pai dhmn wlber P

[ el )
| I O I

Affinity

Behavioural Analytics Geographics © 2013 IBM Corporation
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Assess Social Media Impact

Are we successful? Where can we do better?

Situation Examples:

* Improve brand reputation with |
customers, employees, partners

* Assess investment in marketing
campaigns, employee programs

* Understand impact of product
features

Measures:

* Share of voice: Relative volume
Reach: Distribution across sources
Influencer analysis

Sentiment: Distribution by sentiment
Geographical differences

Actions

* Improve message to market

* Change marketing mix

Update employee programs
Introduce new product features
Target new suppliers

37

. ! Compare sentiment distribution within top 10 sites
Social Media Impact - Hotwor P P
T M Positive
SHARE OF VOICE BY HOTWQI W Negative
Compare Hotword distribution within Types & Car fac | . Neutral
w#ocon I m Ambivelent
ndividual.com _l |
—— | !
S2E I
tage of Snippet I
| = g 100
Percentage of Snippets
HOTWORD RELATIVE SENTIMENT @ HOTWORD BY GEOGRAPHY o
Compare sentiment distribution within Hotwords Analyze geographic breakdown within Hotwords
Accessories W Positive 5 W Accessories
rceore I [N e _ 1 [} Batery Lt
gavery Life [N | Neutral R I W Camera
Camera NN | mAmbivalent o . I Speed
R | oc || NI W screer
P——T | N BESE
B!
" | - o I I e
Keyboard [N | (] 1] W Network
Apps -l | "‘”"I II M Operating System
Nework NI a ~ INEENI
operating Syster [N ru 1NN
o 20 40 B0 2,082 authors with known 0 200 400
Percentage of Snippets Teanan Number of Snipp

© 2013 IBM Corporation
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Segment Social Media Audiences
Are we hitting target audience? Have we identified potential new target?

Situation:

* Enter new market or grow target
market share

* Improve market/sales effectiveness

* Recruit top talent

* ldentify Supply Chain disruptions

Measures:

* Demographics - context
* Influencer impact

* Author behavior patterns
* Geographic differences

Actions:

* Improve targeted programs

* Move to second supplier

* Change marketing mix

* Plan new recruitment strategies

38

AUTHOR BEHAVIOR RELATIVE SENTIMENT @

Compare author sentiment in each author behavior category

M Positive

W Negative
Neutral
M Ambivalent

Share of Voice Segmentation - Behavior
Hotwore
AUTHOR BEHAVIOR OVERVIEW o SHARE OF VOICE BY AUTHOR BEHAVIOR @
Reach Compare number of authors in each behavior category Understand how author behavior calegories confribute content o selected Types & Concepts
- User
Sentiment ; M Recommender
[ Segmentation W Prospective User
Demographics
Behavior
Top lfencers o .
Influence Categories
R Discovel ry Nurmber of Authors Percentage of Authors
Evolving Topi
HOTWORDS BY AUTHOR BEHAVIOR @ AUTHOR BEHAVIOR RELATIVE SENTIMENT @
Il Understand which Hotwords are mentioned by each author behavior Compare author sentiment in each author behavior category
| .

W Negative
= Neutral

W Accessories

I I[ I||H- o
Recommender

WA

o

| |[ ‘- -
Prospactive User

Percentage of Authors

AUTHOR BEHAVIOR REACH BY TOP 10 SITES @  AUTHOR BEHAVIOR BY GEOGRAPHY @
Compare author behavior across top 10 sites Understand the geography of authors for each behavior category
0 10 20 30 40 50 60%  TO% &0 90% 100

Fercentage of Authors

Select Demographic Attribute © capdar hd

© 2013 IBM Corporation
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|dentify Relevant Relationships
Is there strong grouping of negative or positive terms to drive new
approaches?

Situation:

* Grow market share vs. competition |~
* Improve employee satisfaction —
* Select new vendors

Measures:

% S % g = # % % u
+ Product Feature Afniy =l - EEEEEE |
et - | ll (|
* Vendor Reputation Affinity
* Competitive analysis .

Actions

* Better target messaging
* Change marketing mix
* Partner risk identification

B - Eew -
. Updete employee progrems | 0 [T |

* Introduce new features

39 © 2013 IBM Corporation
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Discover new ideas...and risks
What we did not know about our model - What are my next steps?

Situation:

* Expand product lines

* Understand the “market” voice
* |dentify brand risks

* What don’t we know

Measures:

* Emerging topics — share of voice
* Emerging topics — sentiment

* Emerging topics — reach

* Emerging topics — geography

Actions:

* Identify new market, product etc.
* Improve market positioning

* Change marketing mix

Update model

Introduce new features

40

EVOLVING TOPICS BY HOTWORDS sal7
Analyze hotwords within evolving topics
account, credit, card, correspondents, cents _ Il LOANS
ome, loans, mortgage. home, equity _ no hotward
advertising, immense, site, free, document _
i3, fee rothacker, guarter F.il'|||="-
fargo, wells, usa. advanced, loans ||| N
n, b pmorg: ncome, whale _
1ge. ward, | recler apeake |G
or I, ba address [N
forec| settle forec| il review || NEGIN

EVOLVING TOPICS TREND

Analyze topics weight over time

1,000

i

Time scale:  Day

© 2013 IBM Corporation
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DEMO

IBM Social Media Analytics

© 2013 IBM Corporation
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Generate ROI: Social + Surveys + Predictive Analytics
From anonymous insights to specific actions with specific people

1. Analyse social
contribution

DANSARD e RAOP O KA 2 DO

-0-9-0-9-0-@

4. Outreach to specific

people in target

segments

iINS
Sesew 2 Ta |5
2. Determine segment _
profiles 3. Survey looking for
characteristics of

preferred segment(s)

© 2013 IBM Corporation
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Customer Analytics Executive Briefing
Summary
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Where does your organisation sit?
More than 70 percent of chief marketing officers feel underprepared to deal with the data explosion.

Marketing
Scientists
23%

| Constrained
Analysts

oy
37% A small group sits at the front edge of

marketing science, using advanced analytics
to shape actions beyond marketing and sales.

Traditional
Marketers
40%

Span of influence

*Bourca: "From Stretchad to Strengthaned: Insights from the Global Chisf Marksting Officar Study "™ [BM Instituta for Business Yalue, October 2041,
Fittp! e ibm . comycrmostudy 1
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excctly where he womnts to go—ensuring o smwooth experience along the wery.

of the Customer e e

Your Ship Comes In
With bigy derbor, mester data monagement, = Trock custamer senlimsnt
and analytics you can combine all ) e g s—
Miszing the Boat? information 1o extract insighis in » Anticipers fulare beberviors
Without deeper insights inie your custmears by real-time and create a trusted = Ping-hme products ond services

cmedyzing sentirnent, tremds amd chemygring needs.
YOur business strategy oould e dead in the webar,

Nead to yndarstond
CUSTOMERS AS A WHOLE
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Thank you for attending
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